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Executive Summary
The experience of the first lustrum of the Curaçao North Sea Jazz Festival (CNSJF) has been
nothing short of astonishing and spectacular. Since 2010, nearly 45,000 international
tourists have attended the festival contributing US$75 million to the local economy. These
international tourists stayed on average 6.07 days on the island and spent nearly US$263
per day. More significant is that this daily average expenditure by international tourists
attending the festival was nearly four times higher than the typical tourists visiting
Curaçao. The spending performance prompted by the festival is indeed impressive news
in a tourist environment typified lately by stagnation in tourism spending. The economic
significance of the festival for the island is thus impressive.
The total economic contribution of the CNSJF of US$75 million is equivalent to nearly 3%
of the gross national product and nearly 13% of the total value of tourism on the island in
2012. The economic significance of the festival is even more impressive when considering
its impact on the local hotel industry. According to the Central Bank of Curaçao, the month
of August is the only bright spot in terms of RevPar (revenues per available room)
spanning the months of May till January in 2013. The RevPar of August 2013 was US98.41
which exceeds the RevPar of all months, except the months from January to April with
more than 40% of the revenues of the hotel industry stemming from the festival. An
alternative lens through which to view the contribution of the CNSJF is that if it were not
for the festival taking place in the month of August, the local hotel industry would have
lost nearly US$7 million of its revenues.
Beyond the economic benefits to the island, the festival contributed in some other
important ways to the welfare of the island. For example, the festival was instrumental in
enhancing the image of the destination. Eighty percent of the 2014 festival attendees
reported that their image of the island had improved by attending the festival. This image
enhancement is a significant benefit as previous studies indicate average or no
expectations at all when arriving in Curaçao! Additionally, the festival generated
widespread media exposure which indirectly has generated millions in promotion of the
island in international markets. Frequent reports prompted by the festival in the most
prestigious written and broadcasting media outlets in Venezuela, Colombia, Peru, Chile,
Brazil, Surinam, Panama, Miami, New York, Boston and most of the European countries
documented the excitement of the nightlife in Curaçao.
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This promotion and the morphing destination image were prompted by the success,
appeal and value mustered by the festival over time with its value dependent on its
continued ability to offer high quality leisure, entertainment, social and cultural
opportunities to its attendees. This achievement was underscored during the recent
annual State of the Industry Conference (SOTIC) at the Frenchman’s Reef and Morning
Star Marriott Beach Resort on St. Thomas, USVI September 17-19, 2014, organized by the
Caribbean Tourism Organization (CTO), when Hugh Riley, Secretary General of the CTO,
mentioned the CNSJF as the signature event defining the Curaçao destination. Tourism
makes up only 14% of Curaçao’s GDP however there is tremendous growth potential. The
Curaçao North Sea Jazz Festival has an estimated attendance of 12,000, half of whom are
tourists from outside the region.
The CTO’s secretary general’s sentiment echoes the perception of the former CTO
secretary general, Vincent Vanderpoole-Wallace. He described his experience as the
2014 festival as follows:
‘I think I am in a good position to say that there is no entertainment event anywhere in
the Caribbean that comes close to CNSJF in terms of entertainment, value, and
organization. Everyone associated with it brings credit to Curaçao.’
The festival has clearly acquired a distinct brand of its own. The brand equity of this
festival is revealed in the astonishing increase in its loyalty base and awareness over the
past five years. The strong association between the festival and attendees is revealed in
the large number of attendees (86%) saying that they visited Curaçao solely because they
were attending the 2014 festival. In addition, nearly 52% of all international tourist
attendees were repeat visitors to the festival. Repeat attendance has in fact increased
significantly over the past five years, from 29% in 2010 to 51.9% in 2014, an incremental
loyalty of 22.3% per average per year.
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The 2014 festival
The 2014 festival’s international base of attendees surpassed the attendance in previous
years including the 2012 festival, which was the best year for international attendance
reaching 5,800 international attendees. The 2014 international attendance reached a
total of 7,553, where 6,301 international tourists were visiting Curaçao for the sole
purpose of attending the festival with the remaining 1,252 coming to Curaçao for other
purposes. The regional markets (Aruba, Colombia, Suriname and Venezuela) have moved
from burgeoning and emerging markets to consolidated source markets nurturing the
festival. The festival reveals a significant correlation among experience, loyalty and
spending. Festival goers were also enthralled with the quality of the festival: 86% of
festival goers revealed that the festival was better than expected. Additionally, nine out
of ten festival goers were highly satisfied with the festival. This means that the festival
goers have a strong satisfying experience and entertain strong perceptions of quality. In
the case of the CNSJF, factors related to the festival’s quality, satisfaction and loyalty are
all positively correlated. This correlation is to be expected when assessing the
experiential consumption phase of any high performing product. The factor with the
largest impact in defining loyalty to the festival is entertainment, which explains 76.5% of
the variance in loyalty.
In the same vein as experience and loyalty, the spending of festival goers has observed
significant increase over the past five years. The direct spending of festival attendees
increased more than 80% compared to the 2013 festival and the festival’s indirect impact
surpassed the business transactions in 2012. The 2012 festival was considered the best
and most productive year thus far in terms of economic impact. However, the 2014
festival generated a total economic contribution in excess of US$14.5 and thus exceeded
the contribution of all previous festivals. This year’s economic contribution was almost
twice as much as the 2013 festival. The induced effects were not included in the
estimation due to the lack of household income data. However, one may assume that the
total economic impact that includes the induced effect may have exceeded US$20 million,
if the Curaçao economy reveals some semblance of other small island destinations.
While the festival has clearly demonstrated that attendees pay for anticipated
experiences, one significant disappointment is that the value of offerings at the
destination beyond the festival is not in alignment with these anticipated experiences.
This ongoing and growing mismatch in the value of the festival and the value of the
destination is endangering the viability of the festival with the warning issued in the 2013
report of the CNSJF becoming ever more urgent.
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Despite its historical success, the festival will struggle to thrive, or even survive, in an
environment where the festival strives to position itself as a five-star event while the
wider destination and its stakeholders fail to see beyond a two or three star destination
product and dated visitor experience!
The festival is only one aspect, albeit the signature one, of the destination tourism
offerings. However, in order for the festival to remain competitive and for the destination
to incur the benefits of hallmark event like CNSJF the entire destination product, and its
myriad of stakeholders, must act as one if the destination is to continue to benefit both
economically and promotionally. Evidence is clear that the CNSJF has delivered in terms
of visitors, visitor spend and positive visitor feedback. Less clear, however, is the extent
to which the destination has truly delivered in terms of providing the necessary support,
product and visitor experience infrastructure in place to elevate the island to a higher
quality threshold as perceived by its most important asset, its visitors!

pg. 4
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CNSJF at a cross-road:
step up or out!
Contrary to expectation, the significant growth of brand image and equity benefits that
the festival has acquired over the past five years have unfortunately not migrated to the
destination. There seems to be a disconnect with the quality and positive experiences of
the festival not matched by what the wider destination has to offer 1. Elsewhere we noted
that the destination lacks a WOW factor, and that expectations from typical tourists were
not met in terms of offerings and the service level of the destination. 2 The festival has
attracted international tourists with higher expectations compared to the typical tourists
visiting Curaçao. This new breed of international tourists perceive a gap in quality
between the experience at the festival and the destination’s experience.
This clear void between the festival, tourist offerings and the destination is unsustainable
in that all their futures are dependent on each other. As with most similar destinations
around the world, the holistic management and marketing of the destination and its
component parts, and especially its festivals, is critical for success. Festivals have
consistently been used by destinations as a means of augmentation and differentiation
with the perceived images and brands of many destinations being shaped entirely by its
program of festivals of events.
This clearly is not the case for Curaçao where the destination at large is failing to leverage
full benefit from the CNSJF. Currently, attendees are failing to view and experience the
festival and destination as a “bundled product”. Rather, attendees are viewing Curaçao
as a mere location for the festival with no associated benefit accruing to the further
development of the destination. The festival and destination are dangerously viewed as
separate entities with no bonding evident between them. As such, the extent to which
the economic and promotional opportunities that the festival brings to the island are
failing to be optimized with a very real and present danger that if the situation persists,
the festival could be depleted or lost forever. Even worse, the festival could re-locate to
a neighboring island destination more receptive to its needs and more willing, and able,
to incorporate it into its wider plans for the destination at large.

1

This observation stems from multiple surveys conducted in Curaçao over the past 7 years. The most recent
survey to measure the perception of tourists about the perceptions regarding the quality of tourist offering in
Curaçao was in January-2014. See, for example, DPITS (2014). From attribute orientation to experiential
consumption. The future of tourism in Curaçao. Orlando: Dick Pope Sr. Institute for Tourism Studies, University
of Central Florida.
2

See DPITS (2014). From attribute orientation to experiential consumption. The future of tourism in Curaçao.
Orlando: Dick Pope Sr. Institute for Tourism Studies, University of Central Florida.
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There can be little doubt that the festival is failing to garner a “sense of place” with the
destination. While the festival organizer is investing significant sums in providing
promotional opportunities to the destination through the festival, and while the festival
is enhancing the image of the destination, the destination is failing to reciprocate to
worrying levels. Evidence suggests that the destination is in fact losing the opportunity to
drive loyalty to the festival and, in turn, enhancing its own further development and
visitor appeal. Unfortunately, the X factor of loyalty remains the festival and not the
destination, its offerings and destination experience!
The hard evidence does in fact send out a very clear, strong and consistent message to
the wider destination and its stakeholders, our message is:
“Take the festival more seriously, truly believe in the benefits it brings to the island,
invest in developing the quality of the wider destination and leverage full benefit from
what clearly is a very successful and enjoyable festival as expressed by the island’s
most important asset, its visitors”!
For visitors to remain and their numbers to prosper, the future is clear. The festival can
and should be central to the future development of the island’s tourism economy. If the
current situation persists, however, it will be lost with a competing destination likely to
take full advantage with the loss to Curaçao permanent!
While the festival has become the most important attraction of the destination, with clear
economic benefits to many, the destination is lacking in its support and overall desire to
complement the festival. More serious perhaps is evidence of unethical practice
combined with a lack of resource commitment from stakeholders other than the festival
organizer which together is jeopardizing the viability of the festival. In essence, unless all
destination stakeholders appreciate that the future viability of the festival depends on
their efforts and their resources, the festival will become unsustainable in its current
locale. The message from the data is clear to the destination and industry leaders:“ Step
it up or run the risk of losing the festival!”

pg. 6
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Purpose of the Study
Fundashon Bon Intenshon (FBI), through its sole Director and Founder, Mr. Gregory Elias,
commissioned for the fifth consecutive time the Dick Pope Sr. Institute for Tourism
Studies (DPITS) of the Rosen College of Hospitality Management at the University of
Central Florida to conduct an economic impact study of the Curaçao North Sea Jazz
Festival (CNSJF). Additionally, the study uncovered and assessed visitors’ experience of
the festival. The CNSJF was held at the World Trade Center in Curaçao on August 29 and
30, 2014. This year marked the 5th annual CNSJF. This year’s festival offered a unique
promotion with one free admission to a show on Thursday night (August 28) in order to
honor the music from Doble R. Doble R is a signature name in Curaçao and Caribbean
music. The CNSJF has been sponsored and organized by FBI, a local foundation
established in Curaçao. The foundation signed an exclusive contract with Mojo Concerts,
the owner of the North Sea Jazz Festival brand, for the production of a music festival in
Curaçao. Mojo is one of the largest event organizers in the Netherlands and is a member
of the American conglomerate Live Nation Entertainment Inc. Live Nation Entertainment
is one of the world’s leaders in the productions and marketing of events.
The mission of FBI is “to put Curaçao tourism at the forefront of the international arena”.
The Foundation has been effective in realizing its mission. The amount of promotion
provided to the island of Curaçao due to the festival has been significant, the image of
Curaçao has become stronger and more positive, and the economic impact of the festival
has been meaningful and decisive. The extensive media coverage that the festival
triggered for the island has crafted a positive image in the minds of repeat tourists as well
as potential tourists that have not yet visited the island. The promotional efforts reveal
positive statistics when considering that over eighty percent of the international visitors
on the island during the time of CNSJF came exclusively to the island for the festival. Over
fifty percent of those who attended the festival were a repeat visitor to the island because
of the festival.
The festival typically draws 10,000 people each night to hear its first class line-up of music
performers. The festival sold an aggregate total of 88,385 tickets over the last five years
of the festival’s production (i.e. 10,000 tickets in 2010, 20,535 tickets in 2011, 22,000

tickets in 2012, 14,250 tickets in 2013, and 21,600 tickets in 2014).
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Half of these tickets, which equates to more than 44,192 tickets, were sold to
international tourists. The festival spawned multiple media opportunities for the island in
the past five years, including coverage in the most prestigious written and broadcasting
media outlets in Venezuela, Colombia, Peru, Chile, Brazil, Surinam, Panama, Miami, New
York, Boston and most of the European countries. It should also be noted that the
international media coverage that CNSJF has brought to the island could not be purchased
with the existing marketing budget for Curaçao. The 5th Annual Curaçao North Sea Jazz
Festival seemed to be the expression of perfection. The venue, the food, the drink, the
music, the dancing, the diversity of the attendees, the interaction with the people, the
weather and the culture were all there. When the outstanding organization and the
evergreen and billboard performers are added to this mix, the result is perfection, beauty
and uniqueness. The CNSJF is unique in many ways when compared to other festivals in
the region and in the world. For example, generally speaking, hosting festivals and special
events unveils opportunities for tourism growth and economic diversification, as well as
for the overall image of the destination. As a result, these sought-after effects trigger
disbursement of general financial aid from the government.
However, in the case of the CNSJF, the financial liability and capital support is completely
and exclusively funded by the foundation. FBI aims at enhancing the image of Curaçao as
a venue of quality events. Sponsorships from well-established companies which have
traditionally been allowed to become deeply embedded in the festival experience have
been thus far completely absent in the experience scape of the CNSJF. The aftereffect of
the festival clearly signals its potential to build loyalty and repeat patronage towards the
event and the island.
This year’s event reveals the power of the festival in consolidating regional markets by
appealing to large crowds, increasing the number of international visitors, and the high
number of repeat visitors to the festival. The festival once again proved its economic
prowess by spawning over US$14 million of economic contribution to the island. The past
five editions of the festival have generated nearly US$50 million to the local economy.
The festival brought world renowned artists to Curaçao such as Bruno Mars, Mana, Joss
Stone, and Rod Stewart. The festival has become the crown jewel of the Curaçao tourism
industry and has opened the door for the island to promote itself as the destination that
“owns the nights in the Caribbean.” In other words, Curaçao has the opportunity by way
of the festival to fulfill the tourists’ nightlife better than any other island of the Sun, Sand
and Sea destination in the Caribbean.

pg. 8
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Specifically, this means that other islands may be stronger than Curaçao in beach tourism
but the festival presents a strategic opportunity for Curaçao to become the island with
sun, sand, sea, and cultural nightlife attractions.
This study provides valuable insights regarding the attendees’ experience from attending
the festival and how this impacts their future intentions to revisit the festival and the
island. Since live music is an “experience good”, demand is dependent on the attendees’
expected utility. Therefore, the measurement reflects the benefits and experience during
and after the consumption. The study also estimates the economic benefits for Curaçao
via analyses of festival attendees spending. Moreover, it offers germane information for
the organizer in terms of understanding the event and the audiences for the purposes of
developing and improving marketing efforts, creating new product offerings, nurturing
existing partnerships, and fostering new relationships. Finally, the report contemplates
the meaning of the festival to the local community, emphasizing value creation, potential
development, and branding of the destination.
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The Survey
The study applied a survey instrument to acquire information from respondents and to
gauge their perceptions of the experience at the event, their behavioral intentions, and
their spending behavior. The survey design emanated from a theoretical framework
founded on “the experience economy” that reflects the overall experience at the music
festival. This framework is relevant in assessing the offerings for event attendees, as a
means to gauge the satisfaction level of attendees and provides an understanding of the
attendees’ decision-making processes.
The survey contained predictors relevant to a music festival and music consumption. It
included a total of six sections, consisting of 29 questions. The survey queried how
attendees evaluate their experience at the festival; isolated their demographic profile;
identified their satisfaction levels; discovered whether they will return or provide a
referral (behavioral characteristics) to prospective attendees; and, finally, ascertained
how much they spend at the festival.
The respondents’ perceptions of the festival experience consisted of 10 major
dimensions: Hedonic Value, Entertainment, Enjoyment, Visual Appeal, Memory,
Excellence, Efficiency, Escapism, Cultural Value, and Economic Value. Overall, these 10
experience categories were measured by 29 specific items. The survey instrument
allowed for an exploration of causal relationships. The assessments of the experience are
the result of multi-dimensional interaction amongst a number of variables that are rated
by the festival attendees. The questions related to the spending behavior of the
respondents were aimed at estimating spending economic impact to the island.
Satisfaction is measured by an overall mean. Crucial in the analysis is the separation or
identification of respondents who specifically visit Curaçao for attending the CNSJF from
those that come for other purposes.
Since 2012, a question regarding respondents’ marital status was included in the survey.
The inclusion of this question is due to observations made at other festivals of the growing
significance of newly emerging market segments, “Solo Dwellers” and female
participants. A “Solo Dweller” is described as a festival attendee who currently lives by
himself/herself. Whether an individual is married, single, divorced or widowed has
become an important variable in demographic segmentation for marketing purposes.
Failure to pay special attention to this new phenomenon observed at other festivals could
underestimate and undervalue these segments thereby missing the opportunity to
understand and maximize the presence of these segments at future editions of the
festival.

pg. 10
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Data Collection
Data collection involved the polling of tourists. Curaçao residents were not surveyed.
Data collection took place at key locations during the festival, e.g. near the concession
stands, resting areas, and exit areas. In order to ensure a random sampling of attendees,
the survey was conducted on both days of the festival from different positions at the
festival site. Survey participants received a souvenir (baggage name tags) from the
Curaçao Tourism Board (CTB). Data collectors from the CTB were trained by members of
the DPITS for collecting data and conducting the survey. The training took place at the
CTB offices on August 28, 2014. Those involved in the data collection included the
following: two supervisors from the DPITS (during both nights), one supervisor from the
CTB (during both nights), and a group of 10 data collectors from the CTB who conducted
the surveys. A total of 433 usable surveys were collected: 172 surveys were collected on
day 1 and 261 on day 2.
At the end of each day, the supervisors counted and numbered all of the surveys
collected. In order to ensure the sample was representative, the supervisors also
evaluated the respondents’ country of origin in order to ensure participation from all
tourists. The week following the event, the data collectors entered the survey information
into a web-based database developed by the DPITS. Once all the data was entered, the
researchers from the DPITS evaluated the data to search for duplicates, data entry errors,
and any incomplete and/or missing information.
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Ticket Sales: A Review
A review of ticket purchasing reveals three distinct and interesting patterns in this year’s
ticket sales. The three patterns may be observed in Figure 1. The first pattern is a
reflection of the attendees’ anticipation and excitement to attend the festival. This is
revealed through the advance ticket sales six plus months prior to the festival. Eleven
percent (11%) of the tickets were sold six months in advance, which is the strongest
advance ticket purchasing commitment when compared to previous years. The second
pattern, which is reflected in months 5 to 1 prior to the festival, seems to indicate the
opposite with regards to attendees’ anticipation and excitement for the festival. The
second trend reveals a clear declining pattern in ticket sales for months 5 to 1. When
compared to previous years, the advance ticket sales during these months slowed down.
The third pattern showcased during the week before the festival demonstrates a spike in
excitement, as total of 18% of the tickets were sold. This is again the strongest ticket sales
spurt since the third festival (2012). Overall, the festival continues with its strong advance
festival commitment. Sixty-five percent (65%) of all tickets were purchased one to six
months prior to the festival. An opportunity exists to smooth out ticket sales from month
3 to 2 weeks prior to the festival and therefore modify the steepness in the S-shape
booking window.
Figure 1 Festival Ticket Sales Patterns

pg. 12
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It is noteworthy to document the booking behaviors of first time festival attendees versus
repeat festival goers. The booking behavior of repeat attendees seems to indicate that
these attendees are more committed to the festival when compared to that of first
timers. Sixty-four percent (64%) of the repeat attendees booked their tickets one month
or more prior to the festival, while 44% of first timers booked their tickets during that
time span. However, first timers seemed more excited as the festival drew nearer in time.
This is evidenced by a trend in the booking behavior where nearly one out four first timers
bought their tickets less than a week prior to the festival, as compared to only 12% of
repeat attendees (See Figure 2).
Figure 2 Reservation Window for First Time Festival Attendees vs. Repeat Festival
Attendees

With the exception of the 2013 festival, ticket sales have seen a steady increase over the
five years that the festival has been in production. A total of 7,553 international visitors
bought tickets for this year’s event, of which 6,301 came to Curaçao for the sole purpose
of attending the festival. Another 1,252 came to Curaçao for purposes other than the
festival. Attendance this year broke the record high of 2012 when 6,533 tourists attended
the festival. Of those 6,533 international visitors who attended the 2012 festival, 5,311
international visitors came for the sole purpose of attending the festival in that year (see
Figure 3). The overwhelming percentage of international visitors reporting that they
visited Curaçao due to the festival has shown a consistent pattern over the five year time
span as revealed in Table 1. This high proportion is an indication of the festival’s popularity
in the international market.
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Figure 3 Ticket Sales

Table 1 Purpose of the Trip
2010

2011

2012

2013

2014

Main Purpose

84%

85%

85%

79%

86%

Other Purposes

16%

15%

15%

21%

14%

Table 2 demonstrates that those attendees who bought a ticket are increasingly likely to
be repeat festival attendees. This year’s festival is the first time that there were more
international repeat festival attendees than first time international festival attendees.
Approximately 51% of international visitors reported having attended the festival in the
past, which is clear indication of a strong loyalty to the festival. Repeat attendance is
becoming a major feature of this festival and hence an exemplary of loyalty.
Table 2 First Time Festival Attendees and Repeat Festival Attendees
Country

2011

2012

2013

2014

First Time

71%

61%

60%

48.1%

Repeat

29%

39%

40%

51.9%

pg. 14
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Tourist Profile: A Review
The respondents’ demographic characteristics have generally remained unchanged as
compared to the previous four years. The profile of respondents remains almost identical
in terms of age, education level and income. For example, the average age of the
respondents was 44 years old; almost 84% had at least a college degree and 60% earned
more than US$50,000 per year. However, the profile of respondents is changing in three
distinct ways from the past. First, there is a strong singles presence at the festival; second,
there is an increasing trend of repeat attendees at the festival; and third, there is an
increasing presence from regional markets - in particular Aruba (1500 tickets sold),
Colombia (1100 tickets sold), Venezuela (1020 ticket sold) and Suriname (975 tickets
sold). The regional market has increased from 55% of the festival’s market share in 2013
to 70% of the market share in 2014.
There is also an increasing number of respondents who have reported earning more than
US$50,000 as compared to previous years. This could be attributed to the large number
of respondents from countries within the region. The average party size is 2.39, which is
slightly higher than 2013. This suggests that attendees want to share the emotions and
experience the festival with others, and suggests that the festival is a social rather than
an individual phenomenon. Finally, the increasing trend for repeat festival attendees to
come to Curaçao specifically for the festival continued to increase, but at a much more
intense pace than years past. Nearly fifty-two (51.9) percent of the respondents reported
attending the festival the previous year as compared to 40% the previous year, which is
equivalent to a 28.9% increase. Table 3 reveals the demographic profile of the
respondents.
Table 4 reveals the country of origin for the respondents. The Dutch market is the only
market that is showing a clear and steady pattern of decline. The reason for the decline
in Dutch attendance may be attributed to the flailing conditions of the Dutch economy.
The American market shows an erratic pattern with two years of spiked attendance and
two years of falloffs in attendance. For example, this year the American market declined
two percentage points from13% in 2013 to 11% of attendees, which is a similar
attendance pattern for the years 2010 and 2011. All other markets showed an increasing
attendance pattern from 2010 to 2014. The Venezuelan market is showing a steady
increase over the years and the magnitude of its market size is similar to that of the Dutch
market.
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Table 3 Demographic profile 2010 to 2014
Tourists
Education
High School
Undergraduate Degree
Master/Doctorate
Salary
Less than US$25,000
US$25,000-US$29,999
US$30,000-US$39,999
US$40,000-US$49,999
US$50,000-US$74,999
US$75,000-US$99,999
US$100,000 & over
Age
Average Age (years)
Gender
Male
Female

2010

2011

2012

2013

2014

10.90%
49.30%
39.70%

17.30%
43.10%
36.40%

15.30%
40.30%
44.50%

18.44%
39.39%
42.18%

16.5%
37.0%
46.4%

11.80%
13.50%
11.80%
10.10%
10.10%
22.00%
20.30%

5.90%
2.30%
10.10%
27.60%
24.80%
14.20%
14.70%

5.60%
8.40%
9.30%
17.30%
21.50%
16.80%
21.00%

8.06%
6.23%
13.19%
16.85%
22.71%
20.88%
12.09%

6.8%
7.5%
12.6%
12.3%
24.9%
18.8%
17.1%

45.5

45.7

44.9

44

44

53.00%
47.00%

49.30%
53.60%

37.60%
62.40%

40.86%
59.14%

49.5%
50.5%

Table 4 Country of origin
Country
United States
Netherlands
Venezuela
Surinam
Aruba
Other

2011
13%
39%
9%
9%
5%
26%

2012
8%
35%
14%
11%
18%
14%

2013
13%
22%
19%
9%
12%
25%

2014
11%
20.5%
20.5%
11.3%
10.8%
25.9%

More than half of the respondents were single (53%) and more than two out of ten live
alone. In other words, two-thirds of the festival’s attendees are single and living alone.
Females comprise the largest portion within this segment. This segment of ‘single female
living alone’ corresponds to the growing preference of the younger generation to live
alone as a lifestyle. Consuming events and festival has become a preferable social practice
by social dwellers in the network society.3

Country
Single
Married

Table 5 Relationship status
2012
51.6%
48.4%

2013
51%
49%

2014
53%
47%

3

For a discussion on this segment, see the DPITS (2012). The Curaçao North Sea Jazz Festival” Exceeding
expectations and evoking synergies for future growth. Orlando: The Dick Pope Sr. Institute for Tourism Studies,
University of Central Florida.

pg. 16

©Prepared by Dick Pope Sr. Institute for Tourism Research

The Experience & Loyalty
The study changed the framework of analysis used last year by shifting from the value
centered framework to the experiential consumption framework. The value framework
assessed the perceptions of attendees associated with a number of physical elements of
the festival. The value framework also included assessing the cost of efforts compared to
the benefits stemming from activities (i.e. contrasting what the festival goers receive from
their invested efforts and time). In other words, the focus of the analysis was on the
function these elements serve for the festival goers. The switch to the experiential
consumption framework centers on investigating the meaning of festival activities to
festival goers.
The experiential framework is centered on experiential consumption theories. The main
premise of these theories is that people are in search of unique, memorable and
extraordinary experiences. There are four types of experiences, which are entertainment
(passive/absorption); educational (active/absorption); escapist (active/immersion); and
esthetic (passive/immersion). Experiential aspects of a music festival are regarded as
more important than the pure music content of the festival. In other words, while the
music content is an important factor to consider, other aspects such as emotions,
socialization, fun, and escapism may be shaping the behavior of attendees at the festival.
Therefore, the study investigated the experience of attendees at the festival. The actual
product at a festival is the artists’ performance, while experience is defined as escaping
from everyday life, engaging in sensory pleasure, and fostering an increased dosage of
memory. This study based its investigation on the fundamental dimensions of experience
as they pertain to a music festival which include Escapism, Enjoyment, Efficiency,
Economic Value, Excellence, Memory, Hedonism, Cultural Experience, Visual Appeal, and
Entertainment. 4
These 11 dimensions are conceptualized with 31 experiential items and were rated with
a seven point Likert scale ranging from 1 completely disagree to 7 completely agree. For
example, if an attendee completely agreed with the statement ‘I am in another world’,
the attendee would select 7 on the Likert scale. The scores in Table 6 attest to the strong
positive feelings and perceptions regarding to all the dimensions investigated during this
study. Each dimension was measured through a number of items.

4

This study draws on the framework of: Pine, B. Joseph, and James H. Gilmore. The experience economy: Work
is theatre & every business a stage. Harvard Business Press, 1999.
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The analysis of the items comprising each dimension, i.e., visual appeal, entertainment,
escapism, reveals a number of different scores. The values range from a low of 5.36 in the
dimension of entertainment (entertained beyond the music) to a high of 6.44 in the
dimension of visual appeal (attractive stages and grounds) and entertainment
(enthusiasm of the festival). Seventeen out of the 31 items received a value of 6 or above
by respondents. All the items contained in the dimension of Visual Appeal, Preference,
Memory, Hedonism, and Culture had values of 6 or above.
Table 6 Festival Experience
Dimensions
Loyalty

Visual appeal

Entertainment

Escapism

Intrinsic enjoyment
Efficient value

Economic value
Excellence
Preference
Memory

Hedonic value

Cultural value

Items
Intention of coming back
First preference
Recommend
Attractive stages and grounds
Aesthetically appealing
Site looks
Entertaining
Enthusiasm of the festival
Entertain beyond the music
Gets me away from it
I am in another world
I forgot everything else
Something I can't experience back home
Own sake
Pure enjoyment
Efficient time management
Easy organization
Fits with my schedule
Ticket price
Happy with prices
F&B price
Excellence
Superior festival
Best concert
First preference
Wonderful memories
Won't forget
Positive things
Thrilled
Enjoyed
Exciting
Good impression about locals
Local culture
Friendly locals

2013
6.33
6.02
6.43
6.41
6.38
6.40
6.49
6.46
6.45
6.15
6.07
5.99
6.08
6.06
6.30
6.03
6.08
6.02
5.63
5.60
5.73
6.16
6.09
6.15
6.03
6.41
6.40
6.41
6.38
6.43
6.41
5.88
5.71
6.33

2014
6.28
6.00
6.44
6.40
6.34
6.36
6.38*
6.40
5.36*
5.95*
5.89*
5.80*
5.92
5.92*
6.08*
5.95
5.94*
5.99
5.63
5.60
5.66
5.98*
5.95*
6.10
6.00
6.32*
6.35
6.36
6.26
6.35
6.30
6.17**
6.04**
6.37

*Indicates a significant difference from 2013 and it represents a lower score in 2014
**Indicates a significant difference from 2013 and it represents a higher score in 2014
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However, seven dimensions have significantly lower means than the previous year. These
dimensions include Entertainment (entertaining; entertain beyond the music); Escapism
(gets me away from it; I am in another world; I forgot everything else); Enjoyment (own
sake; and pure enjoyment); Efficiency (easy organization); Excellence (excellence; and
superior festival); and Memory (wonderful memories).
The only dimension which scored a higher mean compared to the previous year is Culture
(good impression about locals; local culture). The latter is an indication of the relevance
of the festival in enhancing the destination image of Curaçao. The lower scores for
entertainment, escapism, and memory is an indication that the festival may be becoming
generic. In other words, in past years, we have observed statistical values that represent
high levels of satisfaction pertaining to the entertainment value and excitement factors.
This trending downward in statistical values may mean that the novelty of the festival is
wearing off. Every production of the festival has enjoyed an increase in the number of
repeat festival attendees and this trend does not exclude this year’s festival. However,
the lower scores for entertainment, escapism, and memory may be an indicator that this
year’s performance and experience was not in keeping with the prior years. The 2013
festival report alludes to the possibility that the festival may become victim of its own
success. This means that the continued success of the festival is dependent upon the
perpetual ability to outperform itself and be innovative beyond the music every year. This
is a complex feat to accomplish.
Figure 4 Evolution of Loyalty Behavior of Festival Goers

Cues Affecting Return Intention
While the lower scores from festival goers in the dimension of escapism initially
generated concern, festival goers are also telling us that escapism plays a small role in
triggering loyalty to the festival. Only 6% of the variance in loyalty is defined by escapism
and escapism does not have any direct bearing on loyalty.
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The indirect relationship with loyalty only runs through the price value. The price value
of the festival is a positive antecedent of loyalty and explains 13% of the variance in
loyalty. The factor with the largest impact in defining loyalty to the festival is
entertainment, which explains 76.5% of the variance in loyalty.
The study also investigated the influence of local residents in driving loyalty. Local people
were measured through the concept of culture. Culture does not seem to have any
bearing on the festival attendees’ decision to re-attend the festival in the following
year(s). Culture’s impact on loyalty of festival goers was nil. This result is consistent with
the results of the previous year. The previous year indicated that culture (townsfolk) had
an ephemeral effect on loyalty.5
This ephemeral effect disappeared altogether during this year’s festival. The festival’s
experience of attendees shapes their perception of the local people. While the festival
itself explains 56% of the variance of the increase in the perception of the local culture
and image of the local culture, the local culture is not driving loyalty to the festival. This
means that the festival’s place (Curaçao) has not become an integral part of the festival.
This lack of integration suggests that the event (festival) and place (Curaçao) have not
become a lens or frame through which festival goers shape their memory and experience.
Figure 5 showcases the impact of the festival on loyalty and culture.
Demographic elements have impacted the connectedness between experience and
loyalty. Entertainment and visual aspects are the most important variables for both males
and females in spawning loyalty. This relationship for males is strengthened by price.
However, price has no effect for females in driving their loyalty. In terms of cultural values,
entertainment and visual aspects again seem relevant in affecting males’ perception of
cultural values through price. This relationship once again does not show any effect for
females. The relationship between escapism and loyalty through price is applicable for
males. Memory is the strongest influencer and strengthens the effect of entertainment
and visual aspects on cultural values for both males and females. Moreover, memory
strongly mediates the effect of escapism on cultural values for females.
Females are harder to convince to come back to the festival compared to males, unless
the focus is centered on the experience. 6 For females, entertainment and visual aspects
are the only stimuli that matter in spawning their loyalty to the event. Finally, females
have more affinity with cultural aspects than males. However, cultural aspects do not
seem to matter to driving loyalty to the festival (See annex).

5

See DPITS (2013). Through the looking glass: The Curaçao North Sea Jazz Festival. Orlando: DPITS, page 21.

6

Pine and Gilmore consider entertainment as well as escapism dimensions of experience.
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This year the festival attracted more loyal (i.e. repeat attendees) then first time
attendees. With the majority of the festival attendees being repeaters it may be expected
that experiential demand for a superior festival product will be required in order to
sustain the level of entertainment and excitement that is necessary for the CNSJF to
maintain its market position. If the festival does not meet these requirements the
detrimental effect may be that the product loses the intensity and vitality of the
experience that festival goers seek. Although the loyalty dimension remains strong, there
is a clear behavioral concern for the loyal attendee market segment that should be
monitored.
The results suggest that the festival is enjoying a steady loyal following of festival goers.
See Annex for the evolution of the loyalty behavior of festival goers. Festival goers were
also enthralled with the quality of the festival: 86% of festival goers revealed that the
festival was better than expected. Additionally, nine out of ten (90%) of festival goers
were highly satisfied with the festival. This means that the festival goers have a strong
satisfying experience and entertain strong perceptions of quality. In the case of the
CNSJF, factors related to the festival’s quality, satisfaction and loyalty are all positively
correlated.
This correlation is to be expected when assessing the experiential consumption phase of
any high performing product. The correlation between these three variables is good news
for the festival despite the aforementioned concerns regarding the loyal attendee market
segment.
The study also investigated the impact of relationship status on loyalty. The relationship
status category was grouped into singles and married. The structure of the impact of
relationship status on loyalty reveals similar patterns to the impact of gender on loyalty.
The only significant difference between singles and married in terms of loyalty is anchored
in the price value perception. Price value plays an important mediating role between
relationship status and loyalty. For example, price serves as a mediator between
entertainment and the perception of loyalty to the festival by the singles segment. In
other words, the greater the positive perception of price by singles, the stronger their
loyalty is towards the festival.
Escapism and price seem to drive the experience of the singles market, and the chances
to increase loyalty from the singles market are higher than the married market. For the
singles and married markets, memory is the main mediator of their perception of culture.
Therefore, the image of Curaçao depends on memorable experiences (See annex).
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Finally, the relationship between entertainment and loyalty shows a different and more
complex pattern for repeaters and first timers than the other two segments.
Entertainment directly drives loyalty of both repeaters and first timers, and the impact of
entertainment is slightly stronger for repeaters than first timers. Additionally, the
relationship is also mediated by price; however, this is only relevant in the case of the first
timers. Thus, price has no effect on repeaters; the only predictor of their loyalty is
entertainment and the visual aspects of the festival.
However, it does not take much effort to make repeaters more loyal to the festival
because the relationship between entertainment and loyalty is direct. Escapism has a
direct impact on culture, but plays a role only in the case of first timers (See annex). The
relationship between escapism and culture is mediated by memory with the perception
of memory from repeaters having the strongest impact on culture. Again, culture has no
bearing on loyalty. See Annex for complete results.
In conclusion, five insightful results are noticeable from the previous discussion:
 Entertainment is the single most important driver of loyalty to CNSJF.
 Co-creation of the experience does not rely on festival goers interaction with the local
culture.
 The local culture has no bearing whatsoever on loyalty to the festival.
 The nature of the relationship between entertainment and loyalty depends on sociodemographic features such as gender, relationship status and frequency of festival
attendance.
 Price is a mediating variable, however not across all demographics that explains the
relationship between entertainment and loyalty. In other words, the willingness to
pay higher prices exists only in the context of an enhanced experience.
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Economic Contribution
A festival’s contribution to the quality of life of attendees may leverage a significant
amount of spending by its attendees thereby becoming a significant economic generator.
For example, attendees to a festival may eat at a local restaurant, fill up their car with gas,
pay for parking, buy souvenirs, or even spend the night at a local hotel. Thus, the impact
of a festival trickles down to many sectors of the local economy, and in turn, to residents
and business owners. The change in economic activity spawned by a festival through the
spending of festival attendees is what the CNSJF contributes to the local economy. These
tourists come from outside the community to attend the event. Their presence at the
festival represents incremental spending above and beyond what would be expected in
the community if the event was not held. Attendees’ spending spawns changes in sales,
income, and jobs in businesses or agencies that receive event attendees’ spending directly
or indirectly.
Three types of expenditures were analyzed in the case of the 2014 festival. First, the study
assessed the expenditures related to the organization of the festival. Second, the study
considered expenditures related to the spending of tourists whose main purpose for
visiting the destination was to attend the festival. And, third, the study also captured
expenditures of tourists whose main purpose for visiting the destination was something
other than attending the festival. The study made the assumption that a portion of
expenses of the organizers and attendees would leak outside of the local economy. The
study applied a leakage factor of 0.308 and subtracted this fraction from the total direct
spending from the Festival organizers and the international attendees. The economic
impact analysis for the CNSJF stemmed from the I-O model calibrated in the 2010 Report.
Figure 6 Evolution of the Average length of stay and spending per day
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The duration of stay is an important indication of the spending impact of tourism
expenditures as well as the stability of these expenditures in the industry (in particular
the hotel industry). The pattern of the duration of stay resulting from the festival shows
an inverse S-Shape form. The inverse S-Shape form reveals an initial increase in duration
of stay (peak in 2011 with 7.34 days), two subsequent declines in 2012 and 2013, and a
reverse in the negative trend to a positive pattern this year. The festival has increased
the duration of stay of international tourists by an average increase of 10.9% over the
past five years (see Figure 6).
The spending per trip this year reversed the negative trend witnessed from 2012 to 2013.
The spending per trip this year was 10.6% larger than the 2013 festival. However, the
spending per day reveals a different pattern than the spending per trip over the past five
years. Its unfolding shows a steady increase till this year when it experienced a decline of
US$75.00 or 29% compared to the previous year. Overall, the average increase in
spending per day was 26.7% over the five years of the festival. This year’s decline may be
attributed to the additional day that international tourists stayed on the island. The
decrease may also signal a shift in the place of accommodation of the international
tourists compared to previous years. It is also possible that the decline may be the result
of lack of quality accommodation offerings available in the augmented product of Curaçao
(See Table 8).
Table 8 Average Spending per Trip 2010-2014
Spending
Category
Tickets
Hotel(F&B)
F&B
Car Rental
Other
Nightlife
Gasoline
Taxi
Music CDs
Souvenirs
Total

2010

2011

2012

2013

2014

$219
$184
$64
$39
$34
$24
$8
$5
$1
$5
$582

$333
$393
$168
$139
$358
$101
$75
$62
$36
$52
$1,717

$342
$515
$164
$138
$442
$115
$43
$43
$12
$23
$1,837

$234
$447
$149
$161
$155
$133
$56
$44
$3
$17
$1,397

$324
$445
$171
$144
$181
$117
$49
$61
$21
$31
$1,545

While tourists continued to spend more money in hotels, there is a clear declining trend
since 2012. Spending at hotels represents 29% of the tourists’ total direct spending,
which is 10.3% less than the 2013 festival. Tourists are spending less at hotels. This may
be an indication that tourists are expressing their frustration with the value that they
received from the accommodation sector. Anecdotal evidence suggests this frustration.
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For example, despite paying a large amount of money per room, tourists complained that
elevators in some hotels were not working, or that services and amenities (such as bar
services) were closed at times when guests were expecting services to be available.
The other spending category that has seen a steady decline is the category of ‘Other’. This
category may include other nontraditional expenses related to a vacation trip. This
decline in spending may be an indication that the offerings outside of the hotels are not
appealing to the tourists to spend their money on.
The economic impact of the 2014 festival totaled US$14.5 million. This total contribution
included of US$8 million of direct economic impact which resulted from the direct
spending of the international tourists while they were visiting the island plus the amount
of money spent by the festival organizer. The direct impact only references new money
that entered and stayed in the local economy. The direct spending is slightly less than the
2012 festival (US$300,000 or 3.6%), but substantially larger (84%) than 2013. The indirect
effect of the 2014 festival totaled US$6.5 million, which is 2.2% larger than 2012. Again,
the indirect economic effects of this year’s festival were substantially larger than 2013.
Overall, the total economic contribution of this year’s festival had the largest impact in
the total economy, trumping the 2012 and the 2013 festivals by 1% and 86% respectively
(see Figure 7). The induced effects were not included in the estimation due to the lack of
household income data. However, if the Aruban Input-Output model is used as a proxy,
one may assume that the total economic impact that includes the induced effect may
have exceeded US$20 million.
Figure 7 Total Economic Impact 2010-2014
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Those international tourists who arrived to Curaçao with the sole intention to attend the
festival spent US$6.7 million and the total economic contribution of this spending was
US$12.4 million. The international tourists who had other purposes when visiting Curaçao
during the time of the festival spent US$216,681 for a total economic contribution of
US$419,658. And, finally, the organizer’s spending in the local economy totaled
US$1,1million for a total economic contribution of US$1.7 million. The complete results
are displayed in the annex section.
The festival has spawned substantial economic opportunities for Curaçao over the first
lustrum of its existence. The festival’s economic significance is revealed in its impact on
the gross national product, national exports, and international tourism receipts. The total
economic contribution of the festival’s first lustrum is nearly US$55 million which is
equivalent to 2% of the gross national product. The festival’s total economic contribution
during this time period is equal to 5.6% of the total exports and almost 10% of the total
international tourism receipts in 2012. The economic impact of the festival’s first five
years is a conservative estimation of its economic effects. Induced effects are the money
spent by recipient employees who spend their wages and income throughout the local
economy. However, due to a data limitation, Curaçao’s economic model does not permit
the inclusion of the festival’s induced effects. Were these induced effects to be included
in the model and assuming that these effects have some semblance of other small island
destinations, then the total economic contribution would have easily exceeded the US$75
million mark. The latter total economic impact represents 2.6% of the gross domestic
product and 14.9% of the total value of tourism in 2010. 7

7

Ministry of General Affairs (2013). Strategies for sustainable long term economic development in Curaçao. See
http://www.tac-financial.com/tacie/2013.05.14_Curaçao-Report.pdf, retrieved on October 6, 2014.

pg. 26

©Prepared by Dick Pope Sr. Institute for Tourism Research

Conclusions
This year’s festival has been stellar on a number of accounts. The music festival has grown
tremendously and the artists’ line-up was as exciting and diverse as ever. Bruno Mars,
Mana, Rod Stewart and Joss Stone elevated the festival to new heights in music
performance. Another highlight of this year’s festival was the free access concert
honoring Doble R’s music with the complete Dutch Metropole Orchestra and featuring a
number of well-known local artists. The Curaçao North Sea Jazz Festival is offering
Curaçao its best and most promising promotional opportunity by becoming the hallmark
music festival in the Caribbean. The CNSJF has become a unique economic, social, and
cultural resource of significance to the island with strong drawing and holding power.
The music festival has risen to an international standing by harnessing well-deserved
recognition, spawning strong brand awareness, and by broadening its loyalty base. The
entertainment value of the festival is significant, as evidenced by the growing number of
festival attendees, repeat attendees, and international media coverage. Over the past five
years, the CNSJF has expanded into a major music festival without parallel in Latin
America and the Caribbean. The former Secretary General of the Caribbean Tourism
Organization described his experience with the festival as follows:

“I think I am in a good position to say that there is no entertainment event anywhere in
the Caribbean that comes close to CNSJF in terms of entertainment, value, and
organization. Everyone associated with it brings credit to Curaçao.”

The festival’s international base of attendees surpassed the attendance in previous years,
including the 2012 festival, which was the best year for international attendance with
5,800 international attendees. The 2014 international attendance reached a total of
7,553, with 6,301 international tourists visiting Curaçao for the sole purpose of attending
the festival and 1,252 visiting to Curaçao for other purposes. Eighty-six percent (86%) of
the international attendees came to Curaçao solely because they wanted to attend the
festival. The festival was able to penetrate different markets (i.e. American and regional
markets) rather than centrally focusing on the Dutch market. Curaçao’s predominant
Dutch market has seen a steady decline over the past five years; however, in 2014 the
festival was able to replace the dwindling Dutch visitors with more American attendees
and attendees from regional markets like Aruba, Colombia and Venezuela.
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The regional markets have moved from burgeoning and emerging markets to
consolidated source markets nurturing the festival. 8More than half of the international
tourists who attended the festival in recent years were repeat attendees. This is an
increase of nearly 30% as compared to the previous year. The loyalty base grew steadily
over five years from 29% in 2011 to 51.9% in 2014. Incremental loyalty per year is 22.3%
on average. Repeat attendance is becoming a common characteristic of the CNSJF
festival attendees, which reveals that the festival has spawned emotions, communion,
and experiences that are unique to the festival and highly valued by festival goers. The
former Secretary General of the Caribbean Tourism Organization described his
experience with the festival as follows:
“The Curaçao North Sea Jazz Festival is the perfect expression of “Beautiful Nights.” The
food, the drink, the music, the dancing, the interaction with the people, the weather and
the culture were all there.”

The festival reveals a significant correlation among experience, loyalty, and spending. In
the same vein as experience and loyalty, the spending of festival goers has observed a
significant increase. The direct spending of festival attendees increased more than 80%
as compared to the 2013 festival and the festival’s indirect impact surpassed the business
transactions in 2012. The 2012 festival was considered the best and most productive year
thus far in terms of economic impact. However, the 2014 festival churned US$14.5 million
in total economic contribution, trumping all previous festivals. The 2014 festival slightly
exceeded the 2012 festival (1%). And, when compared to the 2013 festival, this year’s
economic contribution was almost twice as much as the previous year.
Despite the festival’s stellareconomic performance and promotional value that the
festival brings to the destination, four challenges need attention from the festival
organizer and the destination and industry leaders. The challenges faced by the festival
are three.

8

The burgeoning regional source markets were documented in the 2012 festival report. See DPITS (2012). The
Curaçao North Sea Jazz Festival” Exceeding expectations and evoking synergies for future growth. Orlando: The
Dick Pope Sr. Institute for Tourism Studies, University of Central Florida.
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1. The Product life cycle

The data seemed to present a paradox revealed in a declining trend in the experiential
consumption of the festival and a strong loyalty base of the international attendees.
While there is a sharp increase in repeat attendance indicating that the festival exceeds
expectations and provides value to those repeat attendees, there is also a simultaneous
trending down in the evaluation of the festival’s experiential consumption. The trending
down in experiential consumption occurs in the context of still very strong perception of
the consumption experience.9 The study documented a decline in a number of items
related to the experiential content at the festival such as entertainment, escapism,
enjoyment, excellence, and cultural value. This decrease reveals a cautionary dissonance
among festival attendees in their experiential consumption of the festival. The success of
the festival in spawning more loyalty may be creating unintended consequences for the
festival if not checked in time.
The festival seems to be becoming monochromatic to the tastes of the repeat visitors,
thereby running the risk of losing its uniqueness. The paradox of increasing repeat
attendance while decreasing experiential consumption is related to the product life cycle
of the festival, which seems to be running out of its novelty stock. Repeat consumption
typically requires constant innovation beyond an exciting and diverse artists’ line-up. In
particular, the trending down in the entertainment factor ‘entertain beyond music’
should be a matter of concern because entertainment is the variable which directly drives
the intention to return to the festival for next year’s event. The main challenge that
requires the prompt attention of the festival organizer is the erosion of the experiential
value of festival attendees.

2. The disappearance of the augmented product
A deeper and more dangerous challenge exists for the festival which is the tenuous
commitment of the destination and industry leaders in supporting the festival’s viability.
This tenuous commitment has already been alluded to in the 2013 festival’s report.10
More festival attendees are visiting Curaçao only because of the festival. The destination
has not maintained any significant influence in driving intention to return to the festival
and the island in the coming year(s).

9

All items comprising experiential consumption had a value exceeding 5.36 on a 7-point Likert scale. This
performance exceeds any other festival in the region in terms of experiential consumption, according to our
research.
10

DPITS (2013). The Curaçao North Sea Jazz Festival. Through the Looking Glass. Orlando: The Dick Pope Sr.
Institute for Tourism Studies. University of Central Florida
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The opportunity of the destination to influence loyalty to the festival has deteriorated
significantly compared to last year. The destination is becoming more of a hindrance to
the festival’s viability rather than a driver to attend the festival. This is evidenced in the
data by the complete lack of influence by the local culture in driving loyalty to the festival.
This result is consistent with the results of the previous year.
While the festival has clearly demonstrated that festival attendees pay for anticipated
experiences, the value of offerings at the destination beyond the festival is not in
alignment with these anticipated experiences. For example, the price of room rates must
match the quality of the room as well as quality of the festival, which, as previously
discussed, has not been the case. Tourism supply is becoming increasingly transparent
worldwide, which exercises pressure on quality offerings.
The ongoing and growing mismatch between the value of the festival and the value of the
destination is endangering the viability of the festival. The warning issued in the 2013
report of the CNSJF has become stronger and more urgent. The festival will not thrive in
an environment where the festival strives to position itself as a five star event while taking
place in a two or three star destination. The festival is only one aspect, albeit the signature
one, of the destination’s tourism offerings. However, in order for the festival to remain
competitive and for the destination to incur the benefits of hallmark event like the CNSJF,
the entire destination product portfolio must be congruent in terms of economic and
promotional value. The festival by itself cannot provide the quality image that is required
for Curaçao to position itself as a premier destination among Caribbean destinations.

3. The danger of losing the economics of uniqueness

The festival offers Curaçao a unique branding opportunity to become one of the
Caribbean’s premier destinations as well as to compete against well-established SSS
destinations in the Caribbean. A brand opportunity of ‘beautiful nightlife’ can spur
significant economic opportunities for the destination as revealed by the two nights
churned by the CNSJF. The economics of uniqueness spawned by this festival may be lost
if the destination does not shape up and move up to become a five star destination. The
festival, which has become a premier top quality product, takes place in a transitory
environment that surpasses the other tourism offerings on the island. It is crucial that the
other tourism offerings match the delivery quality of the festival. In order to accomplish
this all of the destination’s stakeholders must come together and support the festival with
quality offerings and price values that are in alignment with the quality and value of the
festival. Quality coordination is of utmost concern if this vision is to be materialized.
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The festival has reached a critical juncture. Repeat visitors seem to demand more
innovation and creativity beyond music from the festival while demanding five star
offerings and value from the destination. More emotional experience than the mere
product (artists) is required for the continued excellence of the festival, and the
destination must focus on enhancing the quality offerings and value for money. This is the
new normal according to the economics of uniqueness as framed by the festival attendees
of the Curaçao North Sea Jazz Festival.
The clear disconnect among the festival, the product and the destination experience is
hindering the festival from becoming an augmented product. In other words, with the
existing gap between the quality of the festival and the perceived quality of the
destination, the attendees are not looking at the festival and the destination as a
“bundled product.” Instead, the attendees are viewing Curaçao as merely a location for
the event to take place. This means that the extent to which the economic and
promotional opportunities that the festival brings to the island will not be optimized and
could be depleted or lost all together.
The festival is not garnering a ‘sense of place’ from the destination. While the festival
organizer is investing millions in providing promotional opportunities to the destination
through the festival and while the festival is enhancing the image of the destination, the
destination is not reciprocating in the same vein to the festival. On the contrary, the data
suggests that the destination is steadily losing the opportunity to drive loyalty to the
festival. Unfortunately, the “X factor” of loyalty remains the festival and not the
destination experience.
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Step it up, or out!
Since its inception in 2010, the CNSJF has produced large economic and promotional
opportunities for the island of Curaçao. The festival attracted over 45,000 international
visitors spawning nearly US$55 million in the island economy by bringing new money into
the economy. With the inclusion of induced effects, the total economic contribution
would have easily exceeded the US$75 million mark. This economic contribution
represents nearly 3% of the gross national product or 13% of the 2012 the total tourism
economic value. The music festival attendees spend nearly four times more while in
Curaçao than the average tourist visiting Curaçao.11
The success of the festival is not only assessed through its economic prowess. The extra
attention gained by the destination as a direct result of the festival could reap greater
economic benefits for the island in the future due to increased exposure. The festival has
definitely put Curaçao on the traveling music festival attendees’ map and into a weekend
long international tourist hotspot. Frequents reports prompted by the festival in the most
prestigious written and broadcasting media outlets in Venezuela, Colombia, Peru, Chile,
Brazil, Surinam, Panama, Miami, New York, Boston and most of the European countries
documented the excitement of the nightlife in Curaçao, and brought millions in
promotion value and destination image to the island on a global scale.
However, the viability of the festival is at stake. During the past two festivals warnings
were issued about the dangerous quality separation between the festival and the
destination where the festival was taking place. The number of international attendees
that report they were in Curaçao only because of the festival has increased steadily over
the past three years. This increase reveals a lack of place identity of the festival.
The festival on its own cannot continue to carry the destination in view of the growing
misalignment in the quality of offerings between the festival and the destination. The
delivery of tourist offerings in Curaçao is known to be considered average by tourists, and
tourists visiting the island have a low expectation of the quality of the product.12
Value for the money in several sectors comprising the tourism industry remains a
weakness in the augmented product of the destination. Price unfairness (especially in the
accommodation sector) remains a matter of concern. Price unfairness is compounded in
this sector by an emerging questionable practice of ‘pay upon arrival’ observed for the

11

The spending per day of the typical tourists visiting Curaçao was US$97 in 2011. See CTA (2012). Tourism
impact and profile study of Air Berlin flights.
12

See, for example, DPITS (2014). From attribute orientation to experiential consumption. The future of tourism
in Curaçao. Orlando: Dick Pope Sr. Institute for Tourism Studies, University of Central Florida.
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first time this year. This practice means that when international tourists checked in at
some local hotels they were confronted ‘upon their arrival’ with unanticipated room rate
spikes even when they already bought the hotel room in advance. The practice assumes
that tourists should accept the spike in room rates or run the risk of losing their
reservation all together. This unfair practice has caused frustration and anger by the
accounts of several anecdotal reports.
While the festival has become the most important attraction of the destination, the
destination is lacking in its support to complement the festival. Freeriding by industry
firms that benefit from the festival together with a low perception of the destination
experience will have an impact on the future willingness to revisit the festival. Evidence
of unethical practices combined with a lack of resource commitment from stakeholders
other than the festival organizer is jeopardizing the viability of the festival. Unless all
stakeholders of the destination realize that the viability of the festival depends on their
efforts and resources, the festival will not survive in the current setting. The message
from the data is clear to the destination and industry leaders:“ Step it up or run the risk
of losing the festival!”
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ANNEXES
Annex 1 The Festival’s impact on Loyalty and Culture

Annex 2 The Festival impact on Loyalty and Culture (Male vs. Females)

Annex 3 The Festival impact on Loyalty and Culture (Single vs. Married)

Annex 4 The Festival impact on Loyalty and Culture (First Time vs. Repeat CNSJF)

From
To
Male
P value
Female
P value
Z-Score
Yes
P value
No
P value
Z-Score
Yes
P value
No
P value
Z-Score
Single
P value
Married
P value
Z-Score

Ent./Aest.
Price
0.53
0.01
0.00
0.99
-1.70*
0.37
0.03
0.57
0.00
0.94
0.58
0.00
0.39
0.00
-0.88
0.57
0.00
0.47
0.00
-0.51

Ent./Aest.
Memory
0.62
0.00
0.60
0.00
-0.10
0.62
0.00
0.71
0.00
0.70
0.76
0.00
0.61
0.00
-1.08
0.54
0.00
0.76
0.00
1.77*

Escapism
Price
0.19
0.12
0.80
0.00
3.26***
0.64
0.00
0.52
0.00
-0.77
0.45
0.00
0.67
0.00
1.68*
0.65
0.00
0.34
0.00
-2.39**

Escapism
Memory
0.08
0.25
0.38
0.00
2.47**
0.11
0.14
0.22
0.00
1.22
0.19
0.00
0.21
0.00
0.27
0.29
0.00
0.10
0.04
-2.44**

Ent./Aest.
Loyalty
0.74
0.00
0.74
0.00
-0.03
0.90
0.00
0.87
0.00
-0.24
1.06
0.00
0.73
0.00
-2.29**
0.89
0.00
0.79
0.00
-0.79

Escapism
Cultural
-0.06
0.59
0.26
0.01
2.14**
0.03
0.75
0.17
0.01
1.28
0.07
0.34
0.20
0.01
1.23
0.17
0.03
0.03
0.68
-1.41

Memory
Cultural
0.68
0.00
0.84
0.00
0.90
0.51
0.00
0.73
0.00
1.86*
0.86
0.00
0.50
0.00
-3.08***
0.58
0.00
0.74
0.00
1.38

Price
Loyalty
0.19
0.01
0.05
0.37
-1.558
0.10
0.05
0.05
0.16
-0.68
0.01
0.91
0.13
0.00
2.03**
0.11
0.01
0.03
0.43
-1.36

Price
Cultural
0.23
0.04
-0.10
0.14
-2.56**
0.27
0.00
0.13
0.02
-1.61
0.12
0.06
0.20
0.00
0.85
0.24
0.00
0.08
0.15
-1.89*

Annex 5 Loyalty and Culture (Previous Visit, Gender, Relationship, Previous CNSJF)

Gender

Previous Visit to Previous Visit to
Curacao
CNSJF

Relationship
Status

Annex 6 Economic Impact Main Purpose Tourists

Sectors
Agriculture
Manufacturing
Utilities
Construction
Wholesale/Trade
Hotels-Restaurants
Transportation
Finance
Real Estate
Government
Education
Health
Other
Totals

Direct Impact
$0
$0
$0
$0
$1,015,247
$4,610,463
$1,108,325
$0
$0
$0
$0
$0
$0
$6,734,035

Indirect Impact
$390,506
$1,381,355
$573,313
$106,070
$0
$206,911
$538,759
$1,314,073
$531,646
$0
$18,070
$14,330
$565,596
$5,640,629

Total Impact
$390,506
$1,381,355
$573,313
$106,070
$1,015,247
$4,817,374
$1,647,084
$1,314,073
$531,646
$0
$18,070
$14,330
$565,596
$12,374,664

Annex 7 Economic Impact “Other Purpose” Tourists
Sectors
Agriculture
Manufacturing
Utilities
Construction
Wholesale/Trade
Hotels-Restaurants
Transportation
Finance
Real Estate
Government
Education
Health
Other
Totals

Direct Impact

Indirect Impact

Total Impact

$0
$0
$0
$0
$0
$216,681
$0
$0
$0
$0
$0
$0
$0
$216,681

$17,994
$54,746
$23,257
$4,187
$0
$6,689
$14,115
$46,914
$16,714
$0
$521
$368
$17,473
$202,977

$17,994
$54,746
$23,257
$4,187
$0
$223,369
$14,115
$46,914
$16,714
$0
$521
$368
$17,473
$419,658

Annex 8 Economic Impact Festival Organizer

Sectors
Agriculture
Manufacturing
Utilities
Construction
Wholesale/Trade
Hotels-Restaurants
Transportation
Finance
Real Estate
Government
Education
Health
Other
Totals

Direct Impact
$0
$0
$0
$384,008
$109,534
$178,810
$335,162
$0
$34,132
$0
$0
$0
$0
$1,041,646

Indirect Impact
$31,551
$187,505
$36,280
$16,792
$0
$24,531
$79,155
$135,680
$71,083
$0
$2,672
$1,923
$70,456
$657,627

Total Impact
$31,551
$187,505
$36,280
$400,800
$109,534
$203,342
$414,316
$135,680
$105,216
$0
$2,672
$1,923
$70,456
$1,699,273

Annex 9 Total Economic Impact 2014
Sectors
Agriculture
Manufacturing
Utilities
Construction
Wholesale/Trade
Hotels-Restaurants
Transportation
Finance
Real Estate
Government
Education
Health
Other
Totals

Direct Impact
$0
$0
$0
$384,008
$1,124,781
$5,005,954
$1,443,487
$0
$34,132
$0
$0
$0
$0
$7,992,362

Indirect Impact
$440,050
$1,623,606
$632,850
$127,049
$0
$238,131
$632,029
$1,496,667
$619,443
$0
$21,262
$16,621
$653,525
$6,501,233

Total Impact
$440,050
$1,623,606
$632,850
$511,056
$1,124,781
$5,244,085
$2,075,516
$1,496,667
$653,576
$0
$21,262
$16,621
$653,525
$14,493,595
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